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ABSTRACT
This research is based on a survey conducted by the Israeli Ministry o f Tourism. 
Using econometric methods that allow inferences from the sample to a population that is 
not included in the sample, the following model was estimated. The model is based on 
two simultaneous decisions - the decision to visit Israel and the decision on how much 
money to spend on the visit The estimates permit the computations to be made on the 
likelihood that a certain individual, from the general population, will choose to visit 
Israel.
The main conclusion of this study is that the promotion of Israel in different 
maricet segments should emphasize different elements. For instance, tourists whose main 
interests are religious (pilgrimage), visit Israel in very high proportions. Therefore, it is 
important to find ways to increase their expenditures. Alternatively, among other groups 
of potential tourists, whose probability of visiting Israel is low, Israel’s attractiveness as a 
possible destination should be advertised.
Ill
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CHAPTER ONE
INTRODUCTION
Tourism is one of the biggest industries in the modem world, and one of the 
fastest growing. In the last 30 years the number o f international tourists has grown 
substantially — from roughly one hundred million in the 1960s (Papson, 1979) to almost 
600 hundred million today (WTO News, 1995). Income from tourism is almost 350 
billion dollars today, compared to 7 billion dollars in the 1960s. Therefore, it is no 
wonder that tourism has become a main component in the economy of many developed 
countries. Tourism is counted as an exported product or service and serves as a main 
source for foreign currency income. Hence, tourism has a large impact on developed 
countries balance of payments.
Israel, a country with a large import surplus and a constant deficit in the balance 
o f payments, needs to develop export industries, such as tourism. Developing sources of 
foreign currency income is very important and will help decrease Israel’s economic 
dependence on the Jewish people around the world and on grants from the US 
government.
Israel does not have many natural resources to use for manufacturing, so trying to 
manufacture and export goods puts Israel at a competitive disadvantage compared to
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
other developed countries. On the other hand, the tourism potential for Israel is quite 
strong, and still seems far from full realization. Israel has a wide range of attractions to 
offer to different segments o f tourists. Tourists who are looking for sun and beach 
vacations can find them in Eilat or at the Mediterranean Sea. Those tourists who want 
adventure vacations can find them in desert trips to the Negev or diving in the Red Sea. 
Places like Jerusalem, Tiberias, Masada, and Nazareth attract tourists from many 
religious backgrounds looking for religious and historic experiences. Even tourists 
looking for health treatments can satisfy their needs in Israel by visiting the Dead Sea 
which is rich with minerals.
Tourism can help Israel in more ways than just decreasing the deficit in its 
balance of payments. Tourism can also assist in creating job opportunities for thousands 
o f Israel’s citizens, and in developing cities and sites, which in turn will aid in spreading 
the population around the country. Tourism can also contribute to the GNP and enhance 
international public relations.
For many years, the biggest threat to tourism in Israel was the political situation 
caused by terrorist attacks and problems at the borders. The attacks gave potential 
tourists the impression that Israel is not a safe place to visit. There is hope that the peace 
efforts in the Middle East will eliminate this impression and therefore increase tourism. 
In addition, opening the borders with neighboring countries (Egypt, Jordan, Syria) will 
provide new opportunities.
Because of the importance of tourism to Israel, it is very important to identify the
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
factors that influence the tourist’s decision to visit Israel, so that Israel can take actions to 
increase its market share in the international tourism market. However, published 
research about tourism to Israel is scarce, and no research has modeled tourists’ choice of 
destination with respect to Israel. Some attempts to forecast the number of tourists that 
will visit Israel have been made. However, these forecasts calculated the number of 
tourists visiting Israel as a percentage o f the number of tourists visiting Europe. This 
forecast ignored the fact that Israel can influence the number of tourists that choose to 
visit it, for example, with marketing and promotions. In 1994, a study was conducted to 
identify the factors that affect tourist arrivals in Israel based on survey data from 1986/7 
(Regev, 1994). Although this study identified some of the dominant factors in the 
decision to visit to Israel, it is based on data from 1986/7, and therefore, it is important to 
study what influences tourists’ decisions today.
Purpose o f the Research
In order to understand Israel’s tourist market, it is important to identify the factors 
that influence the decision to visit Israel and that influence the amount of money spent on 
the trip. The main purpose of this paper is to identify such factors so the decision-makers 
in Israel can utilize this information to increase the number of tourists visiting Israel and 
the amount of money spent while visiting the country. This research will use the same 
methodology as used by Regev (1994), in order to allow comparison of the results. 
Changes (if any) in tourism to Israel from 1986/7 to 1993/4 will also be analyzed and 
discussed.
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The Research Extent
This study is based on a survey conducted by the Israeli Ministry o f Tourism. The 
survey was administered at the borders of Israel from May, 1993 to May, 1994. The 
participants in the survey were tourists departing from Israel. The survey included 
information on the factors that lead a  tourist to choose Israel as a destination, such as the 
purpose of the visit. It also included information concerning the factors that affected the 
cost of the visit to Israel, like the length of the visit or the type of accommodations in 
Israel. The survey also contained specific information about the cost o f the visit, such as 
the amount o f money spent in Israel, the cost of package tours, etc.
The study uses the information provided by the individual tourist as the basis for 
evaluating econometric models that enable inferences to be made from the sample to a 
population not included in the sample. The methods used in this research are 
numerically complicated, but can be applied easily using modem computer programs. 
These methods will permit conclusions to be drawn about the factors that influence the 
decision of a tourist to choose Israel, as well as the amount o f money that tourist will 
spend on the visit. It will also facilitate the calculation of the probability that a certain 
type of individual in the world will choose to visit Israel given his or her characteristics 
(like religion, country o f residence, etc.). This probability will allow the decision-maker 
in Israel to allocate resources in a way that will best develop tourism to Israel.
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Delimitation
The main delimitation of this study derived from the use of secondary data. In 
this study the questionnaires were developed and administrated by the Israeli Ministry of 
Tourism. Therefore, the author of this study had no influence on how questionnaires 
were distributed or on the information content of the survey.
The main limitation that flows from the procedures that were used is the fact that 
only one questionnaire was completed for each family. This procedure may eliminate the 
opportunity to recognize who the decision-maker in the family is, and what are the 
motives that influence him/her, as well as who initiates the idea of the vacation, and 
what are the factors that influence his/her motivation. Another procedure that may cause 
some concern is the fact that all the questionnaires were in English. That may cause 
people that do not imderstand English not to be represented in the survey.
In terms of information content, there are several problems with the questions 
included in the questionnaire. For instance, the questionnaire included many questions 
regarding the different components o f the trip’s expenses which might cause many 
uncompleted questionnaires.
In addition, the survey did not include questions regarding the tourist’s 
expectations about the level of service in Israel, or the influence that the exchange rate 
between the currency in the tourist’s county of origin and Israel had on the decision to 
visit Israel.
In this study, a tourist is defined as a visitor to Israel who does not hold an Israeli
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
passport and stays in Israel at least one night and less than fifty nights. This study relies 
on information gathered from the tourists’ by a self-administrated questionnaire. It does 
not include any information on the effects o f promotions, travel agents, or 
recommendations of friends or religious leaders on the decision to visit Israel. The study 
will not deal with political and security issues because the survey did not address those 
issues. Although security and political issues are extremely important, there is no way to 
know how the individual tourist perceives a given situation given his/her level o f risk 
aversion without specifically asking him/her.
Despite all the problems mentioned above, it was worth-while to use the 
secondary data as it provided a rich data set The data set included more than 10,000 
tourists and gave a lot o f information about them. In addition, the survey covered a full 
year so seasonal tourist with their unique characteristics were included. Conducting a 
survey specifically for this study would have required more time and money than was 
available. A special survey to be used in this study could have addressed more issues, 
and asked the questions differently, but could have covered only a small number of 
tourists and would not have given a full picture o f the tourists to Israel as the secondary 
data set provides.
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CHAPTER TWO 
UNDERSTANDING THE MOTIVATION OF TOURISTS
Introduction
In an attempt to understand what makes people choose Israel as a destination, the 
literature was surveyed on the topics o f motivation to travel and choice of destination. 
There are many studies regarding the motivation to travel and those studies used a variety 
of research approaches. For instance, some of the studies included a psychological 
perspective, others used an economic perspective, and yet others used a marketing 
perspective. The following section reviews some of the approaches taken to understand 
these topics. The approaches that are surveyed here are similar to (and are also 
somewhat more simple than) the one used in this study. At the end of this section the 
implications o f these previous studies to the current study will be discussed.
Literature Review
A number o f authors have investigated tourist’s motives for travel. For example, 
Figler, Weinstein, Sellers, and Devan (1992) tried to quantify the motivation to travel. 
They used questionnaires for data collecting and a factor analysis approach for evaluating 
the variety of motives associated with pleasure travel. The five major motivational
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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for taking vacations found in this study were anomie/authenticity-seeking, 
cultural/education, escape/regression, wanderlust/exploring the unknown, and 
jetsetting/prestige-seeking.
Another study was based on the assumption that disequilibrium or tension in the 
motivational system occurred when some need arose (Crompton, 1979). This study tried 
to identify the states o f tension or disequilibrium that provoked the respondent’s decision 
to select a particular vacation destination. By using unstructured interviews Crompton 
found that a person developed a state of disequilibrium followed by the need to break the 
routine. There were three actions that could develop, only one o f which was to go on a 
“pleasure” vacation. The other two were to stay at home, or to travel for other reasons 
(i.e. a business trip or a visit to family or friends). After the desire to go on a pleasure 
vacation had been established, the individuals’ next step was to choose the destination. 
The importance of this step depended on the motive that aroused the need for a vacation. 
If a socio-psychological motive was developed or identified, such as an escape from the 
routine, the exploration and evaluation of self, relaxation, prestige, regression, family 
relations or facilitation of social interactions, then the choice o f the destination did not 
carry a lot o f importance. On the other hand, if  cultural motives like novelty or education 
were identified, the choice o f the destination was very important. The main conclusion 
of this study was that people go on pleasure vacations to satisfy different motives, 
therefore, different attributes were important depending on the context. It was important 
to identify these motives as they could serve as a basis for market segmentation.
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Another part o f the literature focused on identifying the attributes important in 
choosing a destination. The literature indicated that the attributes usually depended on 
the type of vacation sought. However, some attributes, like local people’s attitudes 
toward tourists, were important whether it was a recreational or an educational vacation 
(Yangzhou and Brent, 1993). The most important attributes for recreational vacations 
were scenery, climate, and the availability and quality of the accommodation. For 
educational vacations, the most important attributes were the uniqueness o f the local 
population, historical attractions, and the scenery (Yangzhou and Brent, 1993). 
Similarly, when choosing a Caribbean Island as a destination, the price and the distance 
from the sea were the most important factors, followed by the existence of an airport, the 
popularity o f the island (represented by the number o f hotels), the food services and sport 
facilities near the hotel, and the existence o f shopping centers in driving distance from 
the hotel, respectively (Haider and Ewing, 1990).
Price is certainly a major factor in the decision to choose a destination. 
Therefore, some researchers have focused on the price to explain the choice of 
destination. Morley (1994) investigated the effect that different price components o f a 
trip had on the destination choice. He found that airfare had a significant negative effect 
on the choice of the destination. Hotel tariffs and exchange rate also had impacts on 
tourism, but not as strong as the impact of airfares. These results were found regarding 
tourists going from Kuala Lumpur to Australia, which raised the question of whether 
Kuala Lumpur was representative of other origins, and whether Australia was
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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representative o f other destinations. The general conclusion might be that those factors 
have an effect on tourism, but the strength of the effect might change depending on the 
specific origins and destinations.
The image o f  the destination was another area upon which much research 
focused. Part o f this research dealt with the distance from the destination as it affected 
the image, and another part dealt with the effect that familiarity with the destination had 
on its image. Fakeye and Crompton (1991) studied the image differences between 
prospective, first-time, and repeat visitors. They also looked at the effect o f  the length of 
stay, and the distance from the destination had on the image. That research focused on 
“snowbirds” from the Great Lakes, the Midwestern states and Canada who were going to 
the Lower Rio Grande Valley. The results provided some support for the assumption that 
experience with the destination changed the image of that destination. The length o f stay 
had an effect on the image for some factors, but no difference was found between images 
of the first-time users and the repeat users. The effects o f the distance from the 
destination on the image were limited to the images about the food and the friendliness 
of the people.
Milman and Pizam (1995) had similar findings when they investigated the role 
that awareness and familiarity with a destination had on the image of that destination and 
the likelihood of visiting it. Their results showed that familiarity with the destination 
(which meant that the respondent had visited the destination in the past) increased the 
positive image of that destination. Therefore, the likelihood of a future visit to that
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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destination increased as compared to the likelihood of a future visit by those respondents 
that were only aware but had not yet visited the destination. Awareness o f the destination 
did not affect the image of the destination. Respondents that were not aware of the 
destination before the survey expressed the same interest in visiting the destination in the 
future as those who were aware o f i t  Milman and Pizam concluded that when consumers 
moved from the nonawareness stage to the awareness stage the likelihood for visiting the 
destination did not change. However, when the consumers moved from the stage of 
awareness of the destination to familiarity with the destination the likelihood of a visit 
increased.
Another aspect o f familiarity with a destination is the effect o f ethnic connections 
on tourism (King and Gamage, 1994). It was found that most Sri Lankans residing in 
Australia had traveled back to Sri Lanka in the past or were planning to do so in the 
future. Most of those who traveled back did so to visit family or friends. A general 
conclusion might be that a destination may be specifically attractive to tourists that have 
an ethnic connection with it. Family or friends were also the main type of 
accommodation among those who traveled back to Sri Lanka. The respondents spent a 
relatively small amount o f money on accommodations or transportation, but spent 
substantial amounts in the retail and wholesale sectors and had a relatively long length of 
stay. Because some destinations are attractive to tourists with ethnic connections to that 
destination, it is important to identify those tourists because they have a special incentive 
to visit the destination, and their expense patterns at the destination may differ
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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substantially from the patterns o f tourists with no such ethnic connection.
Although this short review revealed that the literature about tourist's motivation 
and the choice of destinations is very wide, it also showed that there is still a lot to learn. 
Many of the conclusions are destination specific, so the results could not be generalized. 
However, theses studies do serve as a guideline to other researchers and the methods 
used could be applied to other destinations. More insight into why people travel can be 
gained from applying the methods used in previous studies to other destinations, or by 
using new methods to investigate travel choices as done in this study.
Implication for the Current Paper
In this paper, a quantitative method is used to examine why people choose a 
certain destination. However, this paper’s focus is on specific destination, Israel. It also 
considers more than one factor influencing the decision to visit Israel. By using 
econometric models (based on a Logit model similar to the one used by Haider and 
Ewing (1990) and Morley (1994)), conclusions regarding the probability that a particular 
individual from the total population of potential tourists will choose Israel as a 
destination are reached. This study uses analysis on the individual level and not 
aggregate data as used by other studies. The use o f individual results allows the model to 
include personal data (i.e. the level of income) that would affect the decision to choose a 
destination. Another advantage of this study relative to other studies is that it is based on 
actual visitors to Israel and not on people's reported intent to visit. Some studies have 
shown that intentions to travel do not always translate to actual travel or actual choice of
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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destination (Shoemaker, 1994). This paper also has marketing implications and the 
model developed can be generalized for use with other destinations.
As mentioned above, many studies have found that the motive to travel is related 
to the choice o f destination and to the attributes that are important for the choice of 
destination. In this paper, the reason for the visit is one of the main factors under 
investigation and is crucial to the decision to visit Israel.
In the models used in this study, the cost o f the visit is an important factor. 
However, the approach in this study is different from the approach used by Morley 
(1994). Morely studied the effect each cost component had on the decision to travel, 
while, in this study, the purpose is to identify the variables that influence the total money 
spent on the trip.
The current study is based on some of the results from the study by Milman and 
Pizam (1995) and from the study by Fakeye and Crompton (1991) that showed that 
familiarity with a destination increased the likelihood of a future visit However, in the 
current study, the familiarity with the destination and its influence on the visit’s 
expenditures is investigated. For instance, it might be expected that the expenditures on 
a first visit will be different from the those of a repeated visit. The distance from the 
destination is also investigated in this study. The distance from Israel is factored by the 
knowledge of the tourist's origin, and affects not only the perception o f Israel’s image, 
but also the decision to visit or not to visit Israel. The fact that the origin of the tourist 
has a high correlation with the religion of the tourist may be a problem, but combining
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both variables in the same model may proxy for the effect o f distance on the decision to 
visit Israel.
Despite the fact that the current study does not include Israelis living abroad, one 
of the main reasons for traveling to Israel, especially among Jews, is the desire to visit 
friends or family. The ethnic connection has a large impact on the decision to visit Israel, 
and as noted in the research o f King and Gamage (1994) tourists who visited because of 
ethnic reasons had different patterns o f behavior than did other tourists. Those toinists 
mainly stayed with friends and family, they stayed longer, and their expenditure patterns 
were different from the expenditure patterns o f other tourists. Therefore, those visiting 
family or friends and their related behavior will be a key variable in the models 
developed in this paper.
The summary of the literature review helped identify some o f the key variables 
that influence the decision to visit a destination such as Israel, as well as the factors that 
influence the amount o f money spent on the trip. The next chapter will discuss the data 
used in this paper, as well as the specific models that will be used to analyze this data.
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CHAPTER THREE
METHODS
Preface
This chapter will begin with information regarding the data collection. Later, the 
chapter will include a discussion o f the econometric basis for the paper. The discussion 
will include an analysis of the models that served as a basis for the model used in this 
study. Then, the general model utilized in this study will be presented in detail. Next, the 
data and the data transformations will be discussed. A discussion o f the five specific 
estimated models used in the study concludes the chapter.
Survev Design and Data Collection
The survey data analyzed in this paper was gathered by the Israeli Ministry of 
Tourism during the years 1993-1994. The survey included 13,496 questiormaires which 
represented 21,336 tourists (one questioimaire was completed for each family). Because 
this research is based on secondary data the opportunity to explain all o f the procedures 
used in surveying the tourists is eliminated. The survey covered a full year, therefore, 
tourists that visited in different seasons and potentially have different characteristics are 
included in the sample. The days during which the survey was
15
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conducted were chosen randomly. The survey was conducted at the borders of Israel via 
two airports, two seaports and four land check points. For tourists traveling by air or sea, 
the questionnaires were given to the tourists when they reached the terminal and they 
were asked to complete and return the questionnaires before boarding the airplane or the 
ship. In the case of a land port, tourists were given the questiormaires at the checkpoints 
and asked to deposit the completed questioimaire in boxes provided for this purpose. All 
questionnaires were in English, apparently under the assumption that most of the tourists 
to Israel speak English.
In this study, only 9,860 questiormaires are used (some questiormaires were 
eliminated due to incomplete data). Likewise, not all the questions were used as not all 
questions were deemed relevant for this study. The Logit model used in the study 
required all the data to be scaled as 0-1. The information about the transformation o f the 
data into this scale is discussed below. The questionnaire is shown in Appendix A.
Issues in Demand Modeling
A basic problem exists in estimating models that involve decision-making of 
individuals where only the behavior of those who decided to take a certain action can be 
observed. The problem involves two elements. First, the available information is only 
on part of the population and second, belonging to this population is a result of 
endogenous decisions of the individuals so the sample is not random. Estimates based on 
linear regression will be biased because o f a phenomenon known as selectivity bias. To 
overcome this problem, there is a need to build models that count the decision itself as an
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endogenous decision of the individuals. This kind of problem has been discussed in the 
literature for a long time, and several ways to approach this problem are discussed below.
Limited-Dependent and Qualitative Variables
Maddala (1983) discussed models in which the dependent variables are limited in 
their range. The focus o f Maddala's book was on variables that are limited because of 
some underlying stochastic choice mechanism (i.e. the sample is limited because o f a 
choice made by the individuals in the sample), and he discuss many models that were 
developed to solve those problems.
In econometrics, there is a wide use o f qualitative data, usually in the form of 
dummy variables. In this case, the focus is on endogenous dummy variables and not 
exogenous ones.
The models can be put into three categories.
♦ Dummy endogenous variables.
♦ Truncated regression models -  For example, in a negative-income-tax 
experiment (Hausman and Wise 1976, 1977) there is detailed information on 
a sample of households with income below some threshold. From this 
information, Hausman and Wise tried to estimate income as a function of 
exogenous factors such as intelligence, education, age, etc. The fact that no 
information is available for households with a higher income must be 
considered. If OLS is used, the residuals will be correlated with the 
explanatory variable. Since P is expected to be positive, and the mean of the
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residuals decreases when the explanatory variable increases, estimating this 
model by OLS will always give underestimated results.
♦ Censored regression models — An example is the demand for durable goods. 
In any given year, most household report zero expenditure on cars, for 
example, but among those who reported positive expenditures on cars, there is 
wide variation in the amount spent As a result many observations are 
concentrated around zero, which will cause a bias if the estimates are based 
on OLS.
In truncated regression observations exist for Y > T and no observations exist for 
Y<T. In censored regression there are n observations. From these observations, n, have 
lower values than T and n% (n^ = n - n , )  have values higher or equal to T. The exact 
value of the observation is known only for the n^ observations that have values equal or 
greater than T. Estimating these models is usually done by using a Tobit model.
The Tobit model is defined as:
Y; =p'X i+U ; if  Y; > 0  
Yj =0 otherwise
When:
P = vector of unknown parameters 
X, = vector of known constants
u, = residuals that are independently and normally distributed with mean 
zero and variance cr.
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The issue is to estimate P and cr on the basis of N observations on X; andYj.
Let:
N q = the number of observation in which Yj =0 
N, = the number of observation in which Yj >0 
and assuming, without loss o f generality that N, occurred first.
The likelihood function will be:
where Fj is the probability that individual i belongs to N^.
Censored Regression Models
Based on the Tobit model mentioned above, the following model to deal with 
censored regression was developed
Y,j =p'X,j+Uii
Y,i observed only if  Y,j ^  Yj, .
Ygj is unobserved and stochastic, but the variables that determine it can be 
observed, that is:
Xzi ~ P ^2i ^2i •
The classic example for the use o f this model is the example o f labor supply, 
where:
Y,j = is the wage offered — this is the market estimate to the worker 
qualification represented by the vectorX ,j.
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Y;; = is the reservation wage (the value of staying at home). The vector Xj;
represents the relevant variables that lead the worker to look for a job at a certain
wage.
If Y,i > Ygj the individual is in the labor force. If Y,; < Y,, the individual is not 
employed and neither Y,, nor Yj, are observed. Ŷ ; is never observed.
In the situation where the sample is only from the individuals that participate in 
the work force, the model is a truncated regression model.
The models for participating in the labor force were discussed by Heackman 
(1974,1977), Gronau (1974) and Lewis (1974) and can be approached also as models 
with self-selection.
Models with Self-Selection
Many problems involve data that was gathered from individuals that made a 
decision to belong to one group or another. A primary discussion of this problem was 
made by Roy (1951). He discussed the problem of an individual who chose between two 
professions, fishing or hunting, based on his productivity in each one. A more detailed 
discussion of this problem was developed by Heackman (1974,1977), Gronau (1974) and 
Lewis (1974) that discussed the choice of women to participate in the labor force. The 
model developed by Grounau and Lewis consisted of two equations:
W g  =  X P ,  +  U,
Wr = XP2 +U2
W = Wg is observed only if otherwise W=0.
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The decision to participate in the labor force depends on the relationship between 
the marginal benefits and the marginal costs resulting fi’om participation. Heckman 
(1977) measured the marginal benefit by the wage of women in the market, and the 
marginal cost by the measured shadow price o f time evaluated when the number o f 
working hours equals zero. However, the shadow prices can not be observed and the 
wage can be measiued only for women participating in the labor force.
Tourist’s Decision Problem
Similar problems exist in estimating the tourist decision. First, information does 
not exist for the whole population. That is, information does not exist for all the potential 
tourists, but only for those that choose to visit Israel. Second, the decision, whether a 
potential tourist will become an actual one, is not random (not caused by exogenous 
variables), but is decided by the tourist based on factors this paper tries to estimate. 
Therefore, this is an endogenous decision.
Using some assumptions on the distribution of the random variables, the models 
mentioned above allow for the development of a likelihood function. The parameters are 
chosen to maximize the likelihood function. The maximization problem is complicated 
numerically, but modem computer programs (for example. Gauss) allow for such 
estimation.
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Simultaneous estimation.
The model uses two equations that will be estimated simultaneously. Here the 
assumption is that individuals make a quantitative decision (e.g. — the amount spent 
during a trip to Israel) conditional on a qualitative decision (e.g. -  whether to visit 
Israel).
The probability of choosing Israel will be represented by one equation, and the 
other equation will represent the amount spent on the trip to Israel if the tourist chooses 
to visit Israel. The first equation deals with the factors that influence the decision to visit 
Israel. Those factors include the main purpose of the visit, the religion o f the tourist, and 
the tourist’s country of origin. Country o f origin is included because there is a high 
correlation between the tourist’s country o f origin and the reasons he/she chooses to visit ► 
Israel.
With the help of these factors, the tourist “chooses” a “grade”. If this “grade” is 
positive the tourist will choose to visit Israel, and if it is negative or zero, he/she will not 
visit. This choice is important since the decision on how much money to spend in Israel 
depends on the decision to visit Israel. Since only the tourists that visited Israel can be 
observed, the fact that they chose Israel must be included in the model, and the 
probability of choosing Israel must be calculated.
The formal model is:
Define:
X ,  = The factors that influence the amount spent in Israel (observed for part of the
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population)
y I = The decision to visit Israel (observed for part of the population)
Zj = The factors that influence the decision to visit Israel (observed for part o f the 
population)
Uj = The stochastic terra effecting the amount spent in Israel (unobserved)
G; = The stochastic term effecting the decision to visit Israel (unobserved)
T,P= Coefficients.
The model:
y; =x,.p+U j
Ij = Z ; T - G ;
when:
I j = l  i f l* > 0  
Ij = 0 otherwise.
There are observation only when Ij = I and for these we observe Xj, y; and Zj.
We cannot get estimates for t since we have no observation for Ij = 0, and thus 
we cannot use the two-stage method. However, we can use the maximum likelihood 
method to correct for selectivity bias.
It is assumed that Uj and s are jointly normally distributed with zero mean and 
the following covariance matrix:
1  =
per, 
fW| 1
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
24
The likelihood function for this model is:
L = nWCZi^)]"' T G x p [ - i^ (y j  -  XjPi )̂  ] * (t» {([Zjt -  p(y i -  XjP) / CT, )]/(! -  }
The dependent variable in the second equation of the simultaneous equations will 
be the deviation from the average amount spent on this trip per person. The factors that 
affect the amount spent are:
•  Main type o f accommodation,
• Number o f nights in Israel,
• The income level o f the tourist,
• Whether or not it is a first visit, and
• Whether the tourist is traveling on a package tour.
The model also allows the estimation of the standard deviation of the random 
term that affected the expenditure function (a )  and the correlation between this random 
term and the random term that affected the decision to visit Israel (p). This will indicate 
the correlation between the realization of the random factor that influences the decision 
to choose Israel and the realization of the random factor that influences the amount spent.
Since the decision is dichotomous (zero or one), the default probability o f a 
random person in the world choosing Israel, given the way the model is formulated, is 
0.5. This creates an unreasonable situation that a tourist who does not have any of the 
factors that positively affect choosing Israel is expected to have 50% probability of 
visiting Israel. To correct this problem, a basic probability that a tourist will choose
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Israel is imposed on the model. To enable the comparison of the results o f this model 
and the results o f the models based on the data from 1986/7 (Regev, 1994), the basic 
probability of choosing Israel was calculated as Israel's share in European tourism, which 
is 0.0063 (WTO News, 1995).
Based on the estimates, the probability that a potential tourist will choose Israel 
can be calculated. In this model, the first equation describes the probability that a tourist 
will choose Israel as a destination as a function of the factors that influence the decision. 
Therefore, by using the results of the model and the first equation, we can calculate the 
probability that a certain tourist will choose Israel, as well as calculate the confidence 
interval for that probability.
This probability is given by:
*(Z;%-2.49)
Where:
Zj = The factors that influence the probability of choosing Israel 
X = The estimates that effect the probability o f choosing Israel 
<|)(-2.49) = The basic probability that a potential tourist will choose Israel 
(0.0063)
({)(.)= The standard normal distribution.
The 95% confidence interval is given by:
(j)(Z ,(T ±oJ-2.49)
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Where;
= The standard deviation of the estimates.
Processing the Data
Despite all of the questions included in the questionnaire, only the following 
questions were used in this study; questions regarding the religion of the tourist; the 
country o f origin; the purpose of the visit; length o f visit and type of accommodation; and 
the general amount of money spent on the visit. The detailed information provided by 
the questions enabled a detailed description of the tourist, but also created a problem. 
Each answer was divided into many categories so that each category contained a small 
number of tourists. This phenomena caused statistical problems in measuring as the 
groups were too small. Therefore, small groups were combined together to create groups 
that included at least 10% of the sample. The discussion of creating the groups and 
transforming them to a scale o f 0-1 is presented below.
Religion.
The original data included seven groups. In this study, only four groups were 
used: Jewish, Protestant, Catholic, and other. The category “other” included other 
Christians, Moslems, other religions and those that indicated no affiliation. The fourth 
group (other) served as zero (i.e. the influence of the effect of the tourist being Jewish on 
the decision to visit Israel is compared to the effect of a tourist that belongs to the fourth 
group).
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Country o f origin.
The data included the specific country o f origin o f each tourist. In this study, the 
following six groups were used; US, Germany, Britain, France, other countries in Europe, 
and all other countries. All other countries served as zero. The model will estimate, for 
example, the effect o f a tourist being from the US as compared to being from all other 
countries on the probability of visiting Israel.
Purpose o f the visit.
Nine groups were included in the original data. In this study, the tourists that 
indicated leisure and holiday, and those that indicated sightseeing or touring were 
combined in one group under the title “vacation”, the second group was religion or 
pilgrimage, and other (again, serving as the zero) contains tourists that came to visit 
family or friends, those that came for business reasons, conventions, medical treatment, 
etc. The model will estimate the effect o f visiting Israel for a vacation or pilgrimage 
compared to visiting Israel for other reasons.
Tvpe o f accommodation.
The original seven groups were reduced to two groups, those that stayed in a hotel 
and all the others (stayed with family or friend, bed and breakfast, hostel, etc.). Other 
types o f accommodation served as zero (i.e., the influence of the effect o f the tourist 
staying in hotel on the cost of the visit is compared to the influence of other types of 
accommodations on the cost).
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First visit.
The question was whether it was a first or return visit. The return visit serves as 
zero (i.e., the model will estimate the effect o f  visiting for the first time compared to a 
return visit on the cost of the visit).
Package tour.
The answer to the question was yes or no, and that is the way it stayed regardless 
of what the package tour included. Not coming on a package tour served as zero. The 
model will estimate the influence of coming on a package tour on the cost of the visit, 
compared to the effect o f not coming on a package tour.
Income.
The original data included three categories: above average, average and below 
average. Since the average and below average groups were small, this study includes 
only two groups. Above average and other (serves as zero). The model will estimate the 
effect o f having higher than average income on the cost of the visit, compared to the 
effect o f other income levels on the cost of the visit.
Length of the visit.
This data was left in the numeric form in which it was given, but to bring it to the 
same scale as the other data (as required by the computer program used) it was divided 
by 10, for example 4 days will be used in the model as 0.4.
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Expenses.
The expenses were given in dollars in three different categories: expenses on the 
package tour, expenses abroad and expenses in Israel. All the expenses were included in 
constant dollars, and were grouped together and then divided by the number of people the 
specific questionnaire covered to get the expenses per person. To bring this data to the 
same scale as all other data it was divided by 1000.
No use was made of the tourist’s opinion of service, or the prices in Israel 
compared to the home country. The questions in the survey addressed the opinion after 
the visit, and not the expectation and therefore could not be used as a factor that 
influenced the decision to visit Israel. More details regarding the questions that were 
used are covered in the discussion o f the models.
The Models
Similar problems to the one that lead to combining groups together exist in 
running the models. Including all the information in one model is very desirable, but 
results in a statistical problem. The wide range of information led to many profiles of 
tourists (i.e., a Protestant tourist that came from Germany for vacation and stayed in hotel 
verses a Catholic from the US stating with friends) but each one of those profiles 
contained a small number of tourists so it could not be measured. Therefore, there was a 
need to limit the number of variables in each model. The elimination was done so that 
the main profile would include more than 10% of the tourists. The likelihood function 
was used to estimate five different models, each one containing only a subset of the
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variables. There are three variables that influence the decision to visit Israel, so each 
model included one of the variables that influence the decision to visit, and three variables 
that influence the amount o f money spent on the visit. Since religion seemed to be a major 
factor in influencing the decision to visit Israel it was estimated twice, each time with 
different variables that influence the amount of money spent. A model that included the 
country o f origin and the religion as influencing the decision to visit Israel was used to 
estimate the combined effect of those variables. This model included only the length of 
stay as influencing the amount spent. Dividing the models according to the factor that 
influence the decision to visit Israel is similar to what was done in the 1994 study 
(Regev), so it makes the comparison between those models easier.
The five models are described below.
Model A; Religion affects the utility of a potential visit to Israel.
Staying in a hotel, participating in a package tour and 
the length of stay affect the cost o f the visit.
Model B: Country o f origin affects the utility of a potential visit to
Israel.
Staying in hotel, traveling on a package tour and 
the length of stay affect the cost.
Model C: The stated purpose of the visit (vacation or pilgrimage) affects
the probability of choosing Israel.
Staying in a hotel, having a higher than average income and
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the length of stay affect the cost.
Model D; Religion affects the utility of a potential visit to Israel.
Coming to Israel for a return visit, coming on a package tour, 
and the length of stay affect the cost.
Model E: The religion and the country of origin affect the utility of a
potential visit to Israel.
The length of stay affects the cost.
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CHAPTER FOUR
RESULTS
Introduction
This chapter will start by describing the characteristics of tourism to Israel in 
1993/4 based on the data from the survey. The second part of this chapter will include 
the results o f estimating each of the five models with a short discussion of those results. 
Finally, there will be a short summary of the results.
A Brief Description o f  the Data
During the years o f the survey, the number o f tourists that visited Israel centered 
around 2 million (1.96 million in 1993, and 2.1 million in 1994). The questionnaires 
reflect the composition o f those who chose to visit Israel in 1993/4. The composition of 
tourists to Israel in 1993/4 will be compared to the composition of tourists to Israel in 
1986/7. This comparison will help identify trends in tourism to Israel and will allow 
conclusions to be drawn regarding the ability to generalize the results o f  the model. In 
1986, the number of international tourists to Israel was 1.2 million and in 1987 the 
number was 1.6 million (Regev, 1994).
O f the tourists who visited Israel in 1993/4, 16% were Jewish, 27.2% Catholic,
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
33
24.5% Protestant, and the rest (32.3%) had affiliations with other religions. Comparing 
this information to similar data from 1986/7, the percentage of Jewish tourists in 1993/4 
was substantially less than this percentage in 1986/7 (40%), while the percentage of 
Protestants increased substantially (in 1986/7 the non-Catholic Christians were 20% of 
the tourists, while in 1993/4 Protestants alone accounted for almost 25% of the tourists). 
The percentage o f Catholic tourists held relatively constant. The difference in the 
distributions between the years is presented in Figures 1 and 2.
The distribution by the country o f origin is related to religion. The distribution 
depends, of course, on the relative percentage of religious affiliations within the different 
countries, but also on the distance o f the different countries from Israel, as well as the 
coimections between the different communities and Israel. Among all tourists in 1993/4, 
17.6% came from Germany, 18.8% came from United Kingdom, 10% came from France 
and another 18.6% came ff̂ om other countries in Europe. Looking at the Jews visiting 
Israel from Europe reveals a different situation. Only 1.3% of the Jews came from 
Germany, 25% came from France, and 7.6% of the Jewish tourists came from other 
countries in Europe. Among the Catholics, 27% came from Germany, 27% came from 
other countries in Europe, and 16% came from France. Only 8% came from United 
Kingdom. Among the Protestants 27% came from Germany, 23% came from United 
Kingdom, and only 1% came from France. Among the tourists from the United States, 
the situation is the exact opposite. While 15.4% of the tourists to Israel came from the 
US, the percentage of Jews that came from the US was 30%, the percentage of Catholics
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that came from the US was only 9%, and the percentage of Protestants was 19% (Figure 
3). This phenomenon was observed in the data for 1986/7 as well, although the numbers 
were somewhat different.
^ j jr te w is h  (16.03%)
O th e r  ( 3 2 .2 7 %
C a th o l ic  (27.:
rotestant ( 2 4 .4 9 9
Figure 1 - The Distribution o f Religion in 1993/4
o t h e r  ( 1 4 .1 4 %
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Figure 2 - The Distribution o f Religion in 1986/7
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Figure 3 - Country o f Origin by Religion in 1993/4 
The stated reason for the visit also differs among Jewish, Catholic and Protestant 
tourists. Among all tourists to Israel, 45% visited for vacation, 33% visited for pilgrimage 
and about 8% visited family or friends. This shows a major change from 1986/7 when 
only 18% visited for pilgrimage and 16% visited family or friends. There is also a 
decline o f 5% in the percentage o f tourists that visited for vacation. Among the Jews the 
percentage of tourists that visited for vacation increased to 52%, and the proportion of 
tourists that visited family increased to 31%, while less than 3% visited for religious 
reasons. Among the Catholics, 53% visited for pilgrimage, 35% visited for vacation 
while only 2% visited family or friends. The distribution among the Protestants is similar 
to the overall distribution, and the only change is in the percentage of tourists that visited 
family or friends (3%). This information is presented in Figure 4. Again, this resembles 
the information present in the 1986/7 data.
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Figure 4 - The Reason for the Visit According to Religion in 1993/4 
The reason for the visit is related to use of different types o f accommodation. For 
example, more Jews visit family or friends. Since they usually stay with these people, 
only 53% o f the Jewish tourists stay in hotels. The percentage staying in hotel increases 
to around 75% among the Catholics and the Protestants. The average length of stay in 
Israel is 15 days for Jewish tourists and 9 days for Catholics and Protestants, with a total 
average o f 10 days. This is a decrease from the 15 day average in 1986/7. However, the 
fact that Jews stayed more days than Christians did not change.
The average total expense in constant dollars (1986 prices) paid outside Israel 
was $468 for all tourists. Jews spent about $366 abroad. Catholics spent $528, and 
Protestants spent $592. Alternatively Jews spend about $200 in Israel, while Catholics 
and Protestants spend less than $120. The distribution of the expenses is shown in Figure 
5. The expenses abroad decreased significantly for Jews, and somewhat less for
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Christians. The amount spent in Israel in 1993/4 decreased to about one fifth o f the 
1986/7 level (Figure 6). This might be explained in part by the longer length of stay.
The pattern o f the expenses in Israel and abroad among Jews is very different 
from Christians’ expense pattern. The total spending of Jews is lower than the spending 
o f Christians by $100. The Jews spend significantly less abroad and significantly more in 
Israel. This might be explained by the fact that fewer Jews visit Israel on package tours, 
so they spend less money abroad, and therefore their expenses in Israel are higher. Fewer 
than 30% of Jews came on a package tour compared to 60% o f Catholics and Protestants.
The characteristics of the Jewish tourist to Israel are different in yet another 
aspect For 25% of the Jews, this is the first trip to Israel as compared to 70-80% among 
Catholic and Protestants. Since it is not a first visit for most o f the Jews, it is reasonable 
to expect that they will engage in different activities in Israel than will groups whose 
members are making their first trip to Israel.
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Figure 5 - Average Expenses According to Religion in 1993/4
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Simultaneous Estimation Results
Statistical problems made it impossible to use one model that included all the 
variables. Therefore, five different models were used. Each one o f the models includes 
a sub sample of the variables. The detailed discussion of the five models that were 
chosen appeared at the end o f Chapter Three.
Model A
Model A: Religion affects the utility o f a potential visit to Israel.
Staying in a hotel, participating in a package tour and 
the length of stay affect the cost of the visit.
Additionally, the standard deviation of the random term that affects the
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
39
expenditure function and the correlation between it and the random term affecting the 
decision to visit is estimated.
The dependent variable is the deviation from the average per-family-group 
member amount o f money spent in Israel in thousands of dollars.
The results are shown in Table 1:
Table 1 
The Estimates of Model A
Variable Estimates S.E. Prob.
Determinants o f Choice probability
Jewish 1.7975 0.2106 0.0000
Catholic 0.3046 0.0789 0.0001
Protestant 0.2953 0.0933 0.0008
Determinants o f Cost
Hotel 1.4525 0.0633 0.0000
Package Tour 0.8331 0.0542 0.0000
Length o f stay 0.4786 0.0253 0.0000
STD 1.5256 0.0069 0.0000
Correlation 0.4148 0.0245 0.0000
From the table, the fact that the tourist is Catholic, Protestant or Jewish increases
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the probability that he/she will visit Israel, compared to the probability that a tourist of 
another religion will visit Israel. Being Jewish has the largest effect on the probability of 
visiting, followed by being Catholic and Protestant.
Staying in a hotel positively affects the cost. If the tourist stays in a hotel, the 
expenses on the visit are higher than if  he or she stays in any other type of 
accommodation. The length o f stay affects the cost positively, but not linearly. In other 
words, the longer the tourist stays in Israel, the higher his/her total expenses will be, but 
the cost per day will decreases as length of stay increase. Coming to Israel on a package 
tour also has a positive effect on the cost o f the visit
The correlation between the random factors that affect the probability o f  choosing 
Israel and the random factors that affect the expenses in Israel is positive, but relatively 
smaller than the correlation in the other models. When a potential tourist has a high 
realization o f the random factor that influences his or her choosing Israel, the model 
indicates with high probability that he/she will also have a high realization of the random 
factor that influences the amount spent, but the relationship is not as strong here as in the 
other models.
Based on the estimates from this model, the probability that a Jewish tourist will 
visit Israel is 0.244 with 95% confidence interval o f 0.393-0.133, the probability that a 
Protestant tourist will visit Israel is 0.014 with 95% confidence interval of 0.0086-0.0223, 
and probability o f a Catholic tourist visiting Israel is 0.0144 with 95% confidence 
interval of0.0096-0.02I3.
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Model B
Model B: Country of origin affects the utility o f a potential visit
Staying in a hotel, traveling on a package tour, and 
the length of stay affect the cost.
The dependent variable is the deviation from the average per-family-group 
member amount o f money spent in Israel in thousands of dollars.
The results are shown in Table 2:
Table 2 
The Estimates of Model B 
Variable Estimates S.E Prob
Determinants o f Choice probability
US 1.3210 0.2126 0.0000
Germany 0.6516 0.2287 0.0022
UK 1.3670 0.1587 0.0000
Other Europe 0.8705 0.2166 0.0000
Determinants o f Cost
Hotel 0.7781 0.1181 0.0000
Package Tour 0.6727 0.0652 0.0000
Length of stay 0.5837 0.0278 0.0000
STD 1.4059 0.0081 0.0000
Correlation 0.4157 0.0311 0.0000
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This model indicates that if  the tourist is coming from United States, Germany, 
United Kingdom or another country in Europe, the probability he or she will choose 
Israel is higher than the probability that a tourist from another country will choose Israel. 
Among the four non-base categories, a tourist from the United Kingdom will have the 
highest probability o f visiting Israel, followed by the US and other European countries 
respectively, Germany has the lowest probability of choice.
Staying in a hotel positively affects the cost. If the tourist stays in a hotel the 
expenses on the visit are higher compared to if he or she stayed in any other type of 
accommodation. The length of stay affects the cost positively. The longer the tourist 
stays in Israel, the higher his/her expenses will be. Visiting Israel on a package tour also 
has a positive effect on the cost o f the visit.
The correlation between the random factors that affect the probability o f choosing 
Israel and those that affect the expenses in Israel is positive, but relatively smaller than 
the correlation in the other models. Therefore, a potential tourist with high realization of 
the random factor that influences the decision to visit will spend more money on his/her 
trip. However, the relationship is not as strong as in the following models.
Based on the estimates, the probability that a tourist from the US will visit Israel 
is 0.121 with 95% confidence interval o f 0.055-0.228. The probability that a tourist from 
Germany will visit Israel is 0.033 with 95% confidence interval of 0.0108-0.084, a tourist 
from United Kingdom will visit Israel with a probability of 0.131 and a 95% confidence 
interval of 0.075-0.21, and a tourist from other country in Europe will visit Israel with a
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probability o f 0.053 and 95% confidence interval ofO.02-0.118.
Model C
Model C; The stated purpose of the visit (vacation, or pilgrimage) affects 
the probability of choosing Israel.
Staying in a hotel, having a higher than average income and 
the length of stay affect the cost.
The dependent variable is the deviation from the average per-family-group member 
amount of money spent in Israel in thousands of dollars.
The results are shown in Table 3:
Table 3 
The Estimates of Model C 
Variable Estimates S.E Prob
Determinants of Choice probability
Vacation 0.2598 0.0503 0.0000
Pilgrimage 0.4757 0.0546 0.0000
Determinants of Cost
Hotel 2.8076 0.0583 0.0000
High income 1.2126 0.0398 0.0000
Length of stay 0.8098 0.0241 0.0000
STD 1.9244 0.0176 0.0000
Correlation 0.6646 0.0698 0.0000
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The results indicate that tourists seeking vacation has a higher probability o f 
visiting Israel compared to a tourist that visit for reasons other than vacation or 
pilgrimage. If the tourist’s motive to visit Israel is religious, the probability of choosing 
Israel increases (relative to other purposes o f the visit).
Staying in a hotel positively affects the cost. If the tourist stays in a hotel the 
expenses on the visit are higher than if he or she stays in any other type o f 
accommodation. The length of stay also positively affects the cost. The longer the 
tourist stays in Israel, the higher his/her expenses will be. A tourist that has a higher than 
average income will spend more on the visit to Israel than a tourist with a lower income 
level.
The correlation between the random factor that affects the probability of choosing 
Israel and the random factors that affect the expenses in Israel is positive, and high 
relative to the first two models. When a potential tourist has a high realization of the 
random factor that influences his or her decision to choose Israel, the model indicates 
with high probability that he/she will also have a high realization o f the random factor 
that influences the amount spent. Therefore, this tourist will spend a lot of money on 
his/her trip.
Based on the estimates, the probability that a tourist looking for a vacation will 
choose Israel is 0.013 and the confidence interval of 95% is 0.009-0.017, while a tourist 
that visits to Israel for religious reasons will do so with a probability o f 0.022 and a 95% 
confidence interval o f 0.017-0.028.
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Model D
Model D; Religion affects the utility o f a potential visit to Israel.
Coming to Israel for the first time, coming on a package tour, 
and the length of stay affect the cost.
The dependent variable is the deviation from the average per-family-group 
member amount o f money spent in Israel in thousands o f  dollars.
The results are shown in Table 4.
Table 4 
The Estimates o f Model D 
Variable Estimates S.E Prob
Determinants o f Choice probability
Jewish 2.1231 0.1341 0.0000
Catholic 0.4479 0.0759 0.0000
Protestant 0.5091 0.0835 0.0000
Determinants o f Cost
Package Tour 0.9255 0.0408 0.0000
First Visit 3.1913 0.4739 0.0000
Length o f stay 0.4152 0.0313 0.0000
STD 1.9183 0.1130 0.0000
Correlation 0.6697 0.4600 0.0000
The model shows that the fact that the tourist is Catholic, Protestant or Jewish
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increases the probability he/she will visit Israel, compared to the probability that a tourist 
from another religion will visit Israel. Being Jewish has the largest effect on the 
probability, followed by being Protestant, and finally being Catholic.
If the tourist visits Israel for the first time, his/her expenses are significantly 
higher compared to if  it is a return visit to Israel. The length of stay affects the cost 
positively, to a small degree. The longer the tourist stays in Israel, the higher his/her total 
expenses will be, but his/her cost per day appear to decrease. Visiting Israel on a 
package tour also has a positive effect on the cost o f the visit compared to its base 
category.
The correlation between the random factor that affects the probability of choosing 
Israel, and the random factors that affect the expenses in Israel is positive, and high 
relative to the first two models. When a potential tourist has a high realization of the 
random factor that influences his or her decision to choose Israel, the model indicates 
that there is a high probability that he/she will have a high realization of the random 
factor that influences the amount spent. Therefore, this tourist will spend more money 
on his/her trip.
Based on the estimates, the probability that a Jewish tourist will visit Israel is 
0.357 and the 95% confidence interval is 0.263-0.46, the probability that a Protestant 
tourist will visit Israel is 0.023 and the 95% confidence interval is 0.016-0.035, while a 
Catholic tourist will visit Israel with a probability of 0.02 and a 95% confidence interval 
ofO.014-0.029.
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Model E
Model E: The religion and the country of origin affect the utility o f a
potential visit to Israel.
The length of stay affects the cost.
The dependent variable is the deviation from the average per-family-group member 
amount o f money spent in Israel in thousands of dollars.
The results are shown in Table 5.
Table 5 
The Estimates of Model E
Variable Estimates S.E Prob
Determinants of Choice probability
Protestant 1.3594 0.5193 0.0044
Catholic 2.4327 0.0880 0.0000
US 2.3512 0.0823 0.0000
UK 1.0321 0.4938 0.0183
France 1.5410 0.1393 0.0000
Determinants of Cost
Length of stay 1.1827 0.0300 0.0000
STD 1.8510 0.0559 0.0000
Correlation 0.6227 0.2257 0.0000
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The above results lead to the following conclusion: the fact that the tourist is 
Catholic, Protestant or came from the United States, United Kingdom or France increases 
the probability he/she will choose Israel, compared to the probability that a tourist from 
the base categories will choose Israel. Coming from the United States and being Catholic 
has the largest effect on the probability, followed by coming from France, being 
Protestant and finally coming from the United Kingdom. The length of stay affects the 
cost positively, and very strong compared to the other models.
The correlation between the random factors that affect the probability of choosing 
Israel and the random factors that affect the expenses in Israel is positive, and high 
relative to the first two models. Therefore, a potential tourist with high realization of the 
random factor that influences his or her decision to visit will spend a lot of money on 
his/her trip according to this model predictions.
Based on the estimates, the probability that a Protestant tourist will choose Israel 
is 0.129 and the confidence interval o f 95% is 0.015-0.463. The probability a Catholic 
tourist will choose Israel is 0.477 and the 95% confidence interval is 0.407-0.547, the 
probability a tourist from the US will choose Israel is 0.445 and the 95% confidence 
interval is 0.381-0.510, a tourist from United kingdom will visit Israel with a probability 
of 0.07 and 95% confidence interval o f 0.007-0.319, and a tourist from France will visit 
Israel with a probability of 0.17 and a 95% confidence interval of 0.1098-0.251. A 
Protestant from the United Kingdom will visit Israel with a probability of 0.46 and a 95% 
confidence interval of 0.0168-0.973, and a Protestant from France will visit with
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probability of 0.66 and 95% confidence interval of 0.182-0.958.
Summarv
Although each model included only a subset of the variables, taken together the 
models give an idea of the factors that influence the decision to visit Israel, as well as the 
factors that influence the amount o f money spent in Israel. The main factors that 
influence the probability o f choosing Israel are: religion, country of origin, and the stated 
reason for the visit. The main factors that positively influence the cost of the visit to 
Israel are: staying in hotels, coming on a package tour, coming for the first time, having 
higher than average income, and the length o f the visit.
The probability of choosing Israel as calculated based on those models seems 
reasonable except in model E. A tourist fi'cm the US choosing to visit Israel with a 
probability of 0.445, or a Catholic tourist choosing Israel with a probability of 0.477 does 
not seem likely. The probability o f a Jewish tourist choosing Israel also seems higher 
that what would be expected. This is probably caused by the fact that for 75% o f the 
Jewish tourists in the 1993/4 survey visit to Israel was not the first visit. The calculated 
probability is very useful when regarded as a relative measure, and not as an absolute 
measure.
The next chapter will discuss in more details the results and the conclusions that 
can be drawn. In addition, the next chapter includes the comparison of the results o f this 
study with those of the 1994 study (Regev).
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CHAPTER FIVE 
CONCLUSIONS AND RECOMMENDATIONS
Summarv of the Results
The models discussed in this study examine the influence that tourists’ religion, 
country o f origin, and stated reason for the visit have on the probability of visiting Israel. 
The results suggest that these factors have a positive influence on the probability of 
choosing Israel as a visitation destination. If the tourist is Jewish, he/she is more likely to 
visit Israel than a tourist with other religious beliefs. If the tourist is Catholic or 
Protestant, the probability he/she will visit Israel is higher than other religions, except as 
compared to tourists o f  the Jewish religion. The probability that a Catholic will visit 
Israel is almost equal to the probability a Protestant will visit Israel. The probability that 
a tourist interested in a pilgrimage will visit Israel is higher than the probability that a 
tourist with other motives will visit Israel. The probability that a tourist interested in a 
vacation will choose Israel is positive, but very low. In investigating the country of 
origin as a single factor influencing the probability of choosing Israel as a destination, the 
data indicates that a tourist from the United Kingdom is most likely to choose Israel, 
followed by a tourist from the United States, a tourist from other countries in Europe, and 
finally a tourist from Germany. If the country of origin is combined with religion in
50
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influencing the probability o f choosing Israel, being Catholic has the largest impact, 
followed by coming from the United States, coming from France or being Protestant, and 
finally, coming from the United Kingdom.
Looking at the factors that influence the cost o f the visit to Israel, the data 
indicates that staying in hotels, coming on a package tour, or coming for the first time 
increases the amount o f money spent in Israel. Tourists with an income higher than 
average also spend more in Israel as compared to tourists with lower income. Visiting 
Israel on a return visit has a significant positive influence, while the length of stay has a 
small positive influence.
Comparisons with Earlier Research
The main difference found in tourism to Israel in 1986/7 compared to 1993/4 is 
the distribution by religion. While in 1986/7 about 40% o f the tourists were Jewish and 
about 46% Christians, in 1993/4 only 16% were Jewish and more than 50% were 
Christians. There is also a big difference in the stated reasons for the visit, and there is a 
correlation between the reason of the visit and the religion of the tourist. As the 
percentage of Protestants increased, so did the percentage of tourist that came to Israel 
for pilgrimage. The decline in the percentage of Jewish tourists that visit Israel lead to a 
decline in the percentage of tourists that came to visit family or friends. As less than 
10% of the tourists came to visit family or friends, this reason for visiting could not be 
estimated in the models. This caused the results of the models in the current study to 
differ from the results in the 1994 study (Regev).
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Comparing the factors that influence the probability o f choosing Israel over time, 
it can be concluded that not a lot has changed. Being Jewish had the largest impact on 
the probability o f choosing Israel in 1986/7 as well as in 1993/4. Similarly, being 
Catholic had the second largest influence in both periods. Vacation as the stated reason 
for the visit had a small influence on the probability o f choosing Israel both in 1986/7 
and in 1993/4. Visiting for reasons of religion had a large effect on the probability of 
choosing Israel. In 1993/4 the percentage o f Catholic and Protestants that indicated that 
they came for pilgrimage was higher than in 1986/7. On the other hand, the percentage 
of Jewish tourists that indicated they came for pilgrimage was higher in 1986/7. 
However, the probability that a tourist who is interested in pilgrimage will choose Israel 
was higher in 1986/7. While in 1986/7 visiting family or friends was a main reason to 
visit Israel, this reason was not reflected in the data from 1993/4, as the percentage of 
Jewish tourists visiting family or friends decreased. In 1993/4 the base category included 
coming to visit family and friends. Given the change in category for visiting family and 
friends the probability of coming for pilgrimage in 1993/4 did not increase as much as 
when visiting family and friends was not included in the base category (as in 1986/7). In 
the research based on the data from 1986/7, it was found that a tourist from Europe was 
more likely to visit Israel than a tourist from any other place in the world. In the current 
study, the focus was on tourism from the United States, the United Kingdom, Germany, 
France, Other Europe, and other countries and not on Europe alone. It was found that a 
tourist from the United Kingdom was the most likely to choose Israel, followed by a
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tourist from United States, and then all the other countries that were investigated.
Comparing the factors that influence the cost o f  the visit to Israel, it can be 
concluded that the length of stay and staying in a hotel increased the cost of the visit in 
both studies. In the data from 1986/7, there were mixed results regarding the influence of 
participating in a package tour on the cost o f the visit. In the current study, the effect o f 
participating in a package tour on the cost was positive (i.e., a tourist that visited Israel 
on a package tour spent more money on the visit than a tourist who did not participate in 
a package tour). The level of income, and coming for the first time, were not measured 
in the 1986/7 study. Therefore, they can not be compared to the results of the current 
study.
Recommendations
The main conclusion based on the results of this study and the comparison to the 
1986/7 study is that the main factors that influence the decision to choose Israel did not 
change. However, over time there is a trend in the religious background of the tourists 
that visit Israel. The percentage of Christians, especially Protestants, that visit Israel 
increased, while the percentage of Jews that visited Israel decreased. This trend is 
influenced by the marketing efforts of the Israeli Ministry o f Tourism to the non-Jewish 
tourists. The Israeli Ministry o f Tourism should realize that its marketing efforts 
contribute to this trend and should be observed carefully. This is especially important 
with the peace process in the area and the open borders with neighboring countries that 
may attract tourists from other religious backgrounds or change the motivation to visit
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Israel. If other trends are identified, or the current trend continues, it will be advisable to 
perform this study again. Otherwise, the results o f this study appear to be time 
independent, as they have not changed significantly over seven years.
The results o f this study lead to clear market segmentation. It is easy to recognize 
different motives to travel to Israel. Those motives are usually correlated with the 
tourist’s religion. For the Jewish tourist the apriori probability of choosing Israel as a 
destination is very high, so it should be possible to act among the Jews in an attempt to 
increase the amount o f money spent in Israel without decreasing the probability o f 
choosing Israel. In addition, Jewish tourists’ pattern o f behavior is different fi'cm tourists 
with other religious beliefs. For most o f the Jews the 1993/4 visit was not the first trip to 
Israel. Furthermore, they usually stay with family and friends and has less expenses, but 
they stay longer and their expenses in Israel are higher. Therefore, the marketing effort 
should focus on promoting long visits, and emphasize the advantage of a visit to a 
familiar place.
Among the tourist that visit Israel for religious reasons (especially among 
Catholics and Protestants) the apriori probability o f choosing Israel is relatively high so it 
is possible to increase the amount of money spent on the visit without affecting the 
probability too much. The advertisements should focus on the variety of religious sites in 
Israel, and try to promote longer vacations. On the other hand, the findings suggest that 
among the tourists who are interested in vacations, there is not enough awareness of 
Israel as a potential destination. This may be a marketing problem. It may be difficult to
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sell Israel as a short break vacation destination to tourists from the US, but it is ideal 
destination for tourists from Europe. Advertising campaigns should emphasize the 
advantages of Israel to enhance the perceived utility a vacationing tourist can get from a 
visit to Israel. For example, the sun and warm climate all the year, the sandy beaches, the 
existence of health and mud treatment, and the variety of adventures activities should all 
be stressed. Israel does not have to choose between the different tourists. The segments 
are clearly defined, and Israel can successfully promote itself as a destination for 
vacation or pilgrimage. With advertisements that address each one o f the market 
segments differently, it is possible to increase tourism from all of the different segments.
Implications for Further Research
The results o f this study suggest that the factors that influence tourism to Israel 
are time independent. However, it is recommended that trends in tourism to Israel be 
tracked, especially given the possibility of peace in the Middle East. If big trends are 
observed, it is recommended to conduct a similar study again.
The fact that this study was based on secondary data created some limitations. For 
example, there was no apparent reason for the number o f the tourists that were surveyed. 
It seems that a smaller sample would have been sufficient. Another example is that one 
questionnaire was completed for each family. This eliminated the opportunity to 
recognize the different motives of the family members. Another problem is that this 
survey did not include questions regarding who or what influenced the decision to travel. 
These types of questions can help the decision-maker in Israel recognize what types of
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promotions work best in the different market segments. Questions regarding the tourist’s 
expectations for the level o f service in Israel, as well as the influence of the exchange 
rate between the currency in the tourist’s county of origin and Israel on the decision to 
visit Israel can also help in understanding tourism to Israel. In addition, since the 
security issue is a main threat to tourism to Israel it is important to address this issue with 
questions that will help the decision-maker to understand how tourists perceive this issue. 
On the other hand, the questionnaire included many questions regarding the different 
components of the trip’s expenses. Those questions made the questionnaire 
unnecessarily long and tiring, and resulted in many incomplete questionnaires, as people 
do not like to answer detailed questions about money. The question addressing the 
tourist’s level o f income may have been biased as it only included two groups, and 
referred to average without defining it. It is recommended that if  a similar study is 
conducted in the future, the possibility of giving a separate questionnaire to each family 
member be considered, also using questionnaires in other languages (like French or 
Spanish) should be considered. It is also recommended that the survey address the issues 
o f who or what influences the decision to visit Israel, the influence of the exchange rate 
on the decision to visit Israel, the tourist’s expectation for the level of service, the 
tourist’s perceptions o f the security issue in Israel, and include fewer questions regarding 
the different expense components. The question regarding the tourist’s level o f income 
should be worded differently and include more categories.
The model used in this study can be utilized in investigating other destinations.
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The models can easily be applied to other data sets, so the factors that influence the 
decision of tourists to choose a certain destination can be found. By using this model it is 
also possible to calculate the probability that a certain person will choose to visit a 
certain destination.
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APPENDIX A: THE SURVEY
PASSENGER SURVEY
Dear Passenger,
W e  a r e  c o n d u c t in g  a  S u r v e y  a m o n g  a  s a m p l e  o f  p a s s e n g e r s  d e p a r t i n g  f r o m  I s r a e l .
T h e  s u r v e y  i$  d e s i g n e d  t o  p r o v i d e  b a s i c  d a t a  o n  t o u r i s m  t o  I s r a e l ,  w h ic h  w ill a s s i s t  u s  in  i m p r o v in g  
t o u r i s t  s e r v i c e s .
P l e a s e  d e v o t e  a f e w  m o m e n t s  t o  c o m p l e t i n g  t h i s  r t u e s t i o n n a i r e  P r io r  t o  e m b a i i c a t i o n .  a n d  h a n d  i t  t o  o u r  
s u r v e y  s t a f f  b y  t h e  d e p a r t u r e  g a t e ,  o r  d e p o s i t  i t  i n  t h e  s p e c i a l  b o x e s .
A ll t h e  a n s w e r s  a r e  c o m p l e t e i y  a n o n y m o u s  a n d  c o n f i d e n t i a L  
P le a s e  c h e c k  d  o r  a n s w e r  i n  t h e  s p a c e s  p r o v i d e d .
M A N Y  T H A N K S . H A V E A  P L E A S A N T  J O U R N E Y  A N D  S H A L O M .
THIS QUESTIONNAIRE REFERS TO FAMILY MEMBERS OR OTHERS TRAVELUNG TOGETHER 
WITH COMMON EXPENDITURE - OR A PERSON TRAVELUNG ALONE.
1 PLEASE INDICATE THE NUMBER OF PERSONS, INCLUDING CHILDREN, COVERED BY 
THIS QUESTIONNAIRE (INCLUDE YOURSELF):
RDR HEAD OF FAMILY GROUP, OR A PERSON TRAVELUNG ALONE:
2. WHAT WAS THE MAIN PURPOSE OF YOUR VISIT TO ISRAEL? (O n e  a n s w e r  o n ly )
1 0  L e is u r e .  R e c r e a t i o n  a n d  H o l id a y s
2  □  T o u r in g .  S i g h t s e e i n g
3 □  R e l ig io u s ,  P i lg r i m a g e .  H o ly la n d  T o u r
4  □  V is it f r i e n d s  a n d  r e l a t i v e s
S Q  C o n v e n t io n .  C o n g r e s s .  E x h ib i t i o n
6  Q  O th e r  B u s in e s s .  P r o f e s s i o n a l .  G o v e r n m e n t  O ff ic ia l  m i s s io n
7  Q  M e d ic a l ,  H e a l th  t r e a t m e n t
8  Q  R e s e a r c h ,  S t u d y
3  Q  O th e r ,  p l e a s e  s p e c i f y __________________________________________________________
3 IS THIS YOUR FIRST OR RETURN VISIT?
1 0  F ir s t  v is i t
2  □  R e tu r n  v is i t
4. HOW MANY NIGHTS DID YOU SPEND IN ISRAEL?.
S.PRINaPAL TYPE OF ACCOMMODATION IN ISRAEL
1 O  H o te l. H e lid a v  V illage  c r  K ibfcutz h c îs !
2 Q Youth Hostel
3 □  Christian Hospice
4 □  6 & 8 in Rural area
5 Q Rented apartment
6 a  Friends, relatives
7 Q Camping
8 □ Other, please spec ify_____________________________
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6 PLEASE INDICATE HOW MANY NIGHTS YOU SPENT IN EACH OF THE FOLLOWING 
PLACES OF ANY} AND MAIN TYPE OF ACCOMMODATION IN EACH ZONE:
Z O N E
N o .  O F  
N IG H T S M A IN  A C C O M M O D A T IO N
J e r u s a l e m
1 Q  H o te l .  H o lid a y  v i l l a g e .  K ib b u tz  h o t e l  
2 Q  O th e r
T e l-A viv  -  Y affo 1 □  H o te l .  H o lid a y  v i l l a g e .  K ib b c i tz  h o t e l
2  □  O th e r
H a ifa 1 Q  H o te l .  H o lid a y  v i l l a g e .  K ib b u tz  h o t e l  
2  Q  O th e r
E ila t 1 Q  H o te l .  H o lid a y  v i l l a g e .  K ib b u tz  h o t e l  
2  □  O th e r
N e ta n y a 1 □  H o te l .  H o lid a y  v i l l a g e .  K ib b u tz  h o te l
2  Q  O th e r
D e a d  S e a  a r e a 1 □  H o te l .  H o lid a y  v i l l a g e .  K ib b u tz  h o t e l
2  Q  O th e r
H e n f iy a 1 Q  H o te l .  H o lid a y  v i l l a g e .  K ib b u tz  h o te l  
2  Q  O th e r
T ib e r ia s  a n d  t h e  
S e a  o f  G a li le e
1 □  H o te l .  H o l id a y  v i l l a g e .  K ib b u tz  h o t e l  
2 Q 0 t h e r
G a li le e  A r e a
^ Q  H o te l .  H o lid a y  v i l l a g e .  K ib b u tz  h o t e l  
2 Q 0 t h e r
N e g e v  A re a •
1 □  H o te l ,  H o l id a y  v i l l a g e .  K ib b u tz  h o t e l  
2 Q 0 t h e r
O th e r 1 □  H o te l .  H o lid a y  v i l l a g e .  K ib b u tz  h o t e l  
2 Q 0 t h e r
7. WHAT IS YOUR OPINION OF THE SERVICES IN ISRAEL IN:
V e r y
g o o d
G o o d F a i r P o o r B a d D id  n o t  
u s e
-  H o te l s ,  H o l id a y  v i l l a g e s  e t c .
-  O t h e r  p a i d  a c c o m m o d a t i o n
-  R e s t a u r a n t s  a n d  c a f e s  ( o t h e r  t h e n  in  h o t e l s )
-  T a x is
-  S h o p s
-  G u i d e s
-  C o n d u c t e d  t o u r s
% ARE YOU TRAVELUNG IN ISRAEL ON A PACKAGE TOUR?
IQ  Yes 
2Q N o
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9. FOR PERSON TRAVELUNG ON A PACKAGE TOUR:
A . W H A T  D ID  T H E  P A C K A G E  C O V E R ?  ( P le a s e  i n d i c a t e  a ll c o m p o n e n t s )
N O .O F  D A Y S
1 . A c c o m m o d a t i o n s  -  f u l l  o r  h a l f  b o a r d
2 . A c c o m m o d a t i o n s  -  b e d  &  b r e a k f a s t  o n ly
3 . C o n d u c t e d  t o u r s .
4  C a r  r e n t a l
5 .  L i m o u s i n e  s e r v i c e  w i t h  g u id e
6 . O th e r ,  p l e a s e  s p e c i f y
&  P L E A S E  IN D IC A T E  T H E  A M O U N T  PA ID  IN  Y O U R  H O M E  C O U N T R Y  F O R  T H IS  TR IP 
ifOR ALL YOUR "FAMILY GROUP")
A M O U N T C U R R E N C Y
T H E  C O M P L E T E  P A C K A G E  (IN C L U D IN G  F A R E S )
F A R E S  O N L Y . IF K N O W N
a  N A M E  O F  T O U R  O P E R A T O R  O R  G R O U P  O R G A N IZ E R  
0 .  D ID  T H E  P A C K A G E  IN C L U D E  O T H E R  C O U N T R IE S
I Q  Y e s . . 
2 Q N o
10 FOR PERSON NOT TRAVELUNG ON A PACKAGE TOUR
P L E A S E  IN D IC A T E  W H E T H E R  Y O U  PA ID  IN  Y O U R  H O M E  C O U N T R Y  F O R  E A C H  O F  T H E  F O L L O W IN G :
N O . O F  D A Y S A M O U N T C U R R E N C Y  I
1 . A c c o m m o d a t i o n s  -  fu l l  o r  h a l f  b o a r d '
2 . A c c o m m o d a t i o n s  •  b e d  &  b r e a k f a s t  o n l y j
3 . C o n d u c t e d  t o u r s . -
4 . C a r  r e n t a l
5 . L i m o u s in e  s e r v i c e  w i t h  g u i d e
6 . A ir  f a r e
7. Other, please specify
T O T A L
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lYOUR PRESENT TRIP? (Do not include international fares and expenses induded in a package.
A M O U N T C U R R ^ C Y
S P E C IF Y  H O W  M U C H  Y O U  S P E N T  F O R  
E A C H  O F  T H E  FO L LO W IN G :
1 . H o te l s  a n d  o t h e r  a c c o m m o d a t io n
2 . M e a l s  in  h o te l
3 .  R e s t a u r a n t s ,  c a f e s ,  p u r c h a s e s  o f  f o o d ,  
d r in k s  a n d  to b a c c o  ( n o t  in  h o te l )
4 . T r a n s p o r t a t i o n  a n d  to u r i n g  •
S . C a r  r e n t a l
6 .  M e d ic a l  e x p e n s e s
7 .  M o n e y  g i f t s  a n d  d o n a t io n s
8 .  T o ta l  e x p e n s e s  o n  S H O P P IN G  
If p o s s i b l e  d e ta i l :
J e w e l r y
F a s h io n
L e a th e r  w e a r ,  s h o e s  a n d  b a g s
G if ts  a n d  s o u v e n i r s
O th e r .
9 .  O t h e r . '^ l e a s e  s p e c i fy
T O T A L  E X P E N D IT U R E  IN  IS R A E L
'2 .  (X3MPARE0 TO YOUR HOME COUNTRY. HOW DID YOU FIND PRICES 
IN ISRAEL IN THE FOLLOWING:
E x p e n s i v e R e a s o n a b l e C h e a p D id  n o t  u s e
H o te l s
R e s t a u r a n t s  ( o th e r  th a n  in  h o te l)
S h o p s
T o u rs
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13. 0 l6  YOU ARRIVE TO THE MIDDLE EAST?
1 □  B y  a i r  •  W i th  w h ic h  a i r l in e ?
2  □  O th e r
14. USUAL PLACE OF RESIDENCE; COUNTRY.
15. NATIONAUTY/IES . '______________
1£. (N ORDER TO ENABLE US TO ASSESS THE DEVELOPMENT OF TRAVEL OF 
DIFFERENT GROUPS TO ISRAEL PLEASE INDICATE WHETHER YOU ARE:
1 □  J e w i s h
2  □  P r o t e s t a n t
3  a  C a th o l ic
4  Q  C h r i s t i a n ,  o t h e r  p l e a s e  s p e c i f y _____________________________
5  □  M o s le m
6  □  N o  a f f i l ia t io n
7  □  O th e r ,  p l e a s e  s p e c i f y _____________________________
17. PLEASE GIVE DETAILS OF ALL PERSONS, INCLUDING CHILDREN. 
IN YOUR -FAMILY GROUP* (INCLUDE YOURSELF):
AGE se x WORK STATUS
1. MYSELF a  0-14
□  15-29
□  30-44
□ 45-64
□  65*
1 □  Male
2 □  Female
10  Employee, employer o r self em ployed 
2 0  Student 
3 0  Retired 
4 Q 0 th e r
2. □  0-14
□ 15-29
□  30-44
□ 45-64
□ 65*
1 □  Male
2 Q Female
1 □  Employee, employer or self em ployed 
2 0  Student 
3 □  Retired 
4 0 0 tf ie r
3. □  0-14
□ 15-29
□  30-44
□  45-64
□  65*
1 0  Male 
2 a  Female
1 □  Employee, employer or self em ployed
2 Q Student
3 □  Retired
4 □  Other
4. □  0-14
□  15-29
□  30-44
□  45-64
□  65*
1Q Male 
2 Q Female
1 □  Employee, employer or self em ployed
2 Q Student
3 Q Retired
4  Q  Other
S. □  0-14
□  15-29
□ 30-44
□ 45-64
□ 65*
1 O Male
2 Q Female
1 0  Employee, employer or self em ployed
2 □  Student
3 □  Retired
4 Q Other
6. □  0-14
□  15-29
□  30-44
□  45-64 •
□ 65-
1 □  Male
2 □  Female
1 Q Employee, employer or self employed
2 Q Student
3 □  Retired
4 □  Other
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18. IS ANY OF YOUR "FAMILY GROUP" EMPLOYED IN A TOURISM, 
HOTEL BUSINESS, OR AN AIRUNE COMPANY?
IQ Y es
2 Q N o
19. HOW MANY PERSONS ARE THERE IN YOUR HOUSEHOLD?--------------------------------
20. IN COMPARISON WITH THE AVERAGE FAMILY INCOME IN 
YOUR COUNTRY. IS YOUR FAMILY INCOME
1 □  Higher than the average
2 □  Same as the average
3 O Lower than the average
21. COMMENTS (We would be grateful for any comments or proposal you may wish to make)
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